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Celebrity endorsements are a widely used marketing strategy, through which a
popular celebrity is paired with the brand in order to enhance brand meaning in the eyes
of consumers. However, endorsement strategies are not without risk, as evidenced by
popular media revealing celebrities’ negative behavior. While much research has
addressed factors enhancing endorsement effectiveness, limited research exists that
examines the effects of negative celebrity information on consumer responses to the
endorser and brand. The current research seeks to understand the potential differentiating
effects of failure type (functional vs. nonfunctional) on related consumer attitudes and
intentions. Three experiments (between subjects factorial design) were conducted to
examine the phenomenon of interest. Contrary to expectations, results of the first two
experiments suggest an absence of significant differentiating effects of failure type,
overall, although various exceptions surfaced.
These experiments represent a unique research attempt to disentangle the effects
of functional and nonfunctional information on consumer responses to endorsement
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strategies. In addition, it contributes to the growing research interest in understanding the
important effects of negative information on consumer attitudes and intentions.
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CHAPTER I
INTRODUCTION
Celebrities, as with any brand, represent collections of perceived meanings and
associations in the eyes of consumers. Indeed, their high levels of public exposure often
allow for the development of celebrities’ shared sociocultural meanings among
consumers (McCracken 1989; White 2004). Consequently, brand managers are
increasingly utilizing celebrity endorsement strategies, through which a popular celebrity
is paired with a brand in order to enhance that brand’s meaning (e.g., Kamins and Gupta
1994; Lynch and Schuler 1994). Rationale for celebrity endorsements lies fundamentally
in the Meaning Transfer Model (McCracken 1989), which posits that, when two objects
are perceived to be linked, their respective images merge to become shared meanings. In
other words, the desired result of a celebrity-brand pairing is the transfer of the positive
aspects of celebrity brand image to the brand image for the endorsed product (Kamins
and Gupta 1994).
However, celebrity endorsements, as with much marketing strategy, are not
universally effective (e.g., Brennan 2010; Kamins 1990; Lynch and Schuler 1994). While
considerable research has examined how endorser characteristics positively influence the
effectiveness of celebrity-product pairings (e.g., Kamins 1990), very few studies have
addressed the effects of such attributes in the context of negatively perceived endorser
behaviors (Money, Shimp, and Sakano 2006; Till and Shimp 1998), termed here as
“endorser failures”. This lack of research is unfortunate, as a review of existing literature
1

reveals multiple instances in which endorser failures have resulted in the abrupt
cancellation of endorsement contracts (e.g., Brennan 2010; Levine 2004; Louie, Kulik,
and Jacobson 2001). One well-known example is Britney Spears, who lost an abundance
of endorsement income with Pepsi and other brands after her erratic public behavior and
suspected mental instability in the early 2000s. Negative publicity plagues athletic
endorsements as well, exemplified by the case of Tiger Woods, a world-famous golfer
and former highly coveted celebrity endorser. Woods’ admitted infidelity resulted in his
being dropped by many of his endorsed brands, such as Accenture Consulting and Buick.
Woods’ scandal is but one of the many dealing with endorser failures. Another case, for
instance, is the one pertaining to Kobe Bryant, who lost endorsement deals with Nutella
and other brands after infidelity and assault allegations surfaced in 2003.
Interestingly, athletic endorsers exhibit two basic distinctions from other types of
celebrities (i.e., movie stars or supermodels) that may intensify the deleterious effects of
endorser failures. First, a trend exists in which athletes sign endorsement agreements
before they enter their professional careers, an unlikely phenomenon among Hollywood
celebrity endorsers (Koernig and Boyd 2009). For example, LeBron James, the top
National Basketball Association draft pick in 2003, signed an endorsement deal with
Nike before completing high school. The precedence of endorsement agreements relative
to athletes’ career debuts may predispose public expectations about their propriety as
experts in their respective sports. Specifically, consumers may expect these individuals to
be exceptional performers based upon knowledge of the endorsement deal, as opposed to
developing informed opinions based on their observed performance. Second and
similarly, professional athletes gain celebrity based primarily upon exceptional
performance in their respective sports. Thus, for athletes, fame hinges upon the ability to
2

meet or exceed public expectations regarding their athletic ability (Trout 2007). In
contrast, Hollywood celebrities such as Tom Cruise or Jennifer Anniston seemingly rely
on overall image attributes (e.g., likability or attractiveness) or various acting roles for
their popularity. Athletes’ more objective (functional) sources of fame may leave little
beyond their athletic ability upon which consumers rely when forming responses to
negative publicity (Koernig and Boyd 2009).
As mentioned earlier, the dearth of literature on endorser failures is unfortunate,
as negative information can have detrimental effects on both the endorser and the brand
(e.g., Erdogan, Baker, and Tagg 2001; Lynch and Schuler 1994). More importantly,
research to date has overlooked an important functional component of endorser failures,
or negative information not related to endorsers’ personal integrity (e.g., infidelity or
criminal acts), but information specifically related to their ability to perform in their
respective areas of expertise. Athletes are especially vulnerable to functional endorser
failures as again, the value of athletes’ brands are highly dependent upon their ability to
perform in the context of professional sports (Trout 2007). A review of popular sports
press provides instances in which celebrity endorsers simply do not perform up to public
expertise-related expectations, resulting in negative effects for the brand. For example, in
1992, Reebok lost millions after two of its endorsers, Olympic decathletes Dan O’Brien
and Dave Johnson, exhibited less than stellar performance in Barcelona. The potential
effects of functional failures merit research examining consumers’ responses to such
information.
Despite the lack of research on endorser failures, many studies have examined the
effectiveness of celebrity endorsements. Not surprisingly, results suggest that celebrities
can have positive effects on brand image and value (e.g., Agrawal and Kamakura 1995;
3

Atkin and Block 1983; Bush, Martin, and Bush 2004; Friedman and Friedman 1979;
Kamins 1990). In particular, results reveal that celebrity endorsement effects can be
especially enhanced when a perceived fit exists between the endorser and product images
(Friedman and Friedman 1979; Kahle and Homer 1985; Kamins 1990). Evidence of
positive celebrity endorsement effects notwithstanding, equivocal findings in this area
highlight the intense complexities involved in the development of consumer responses to
celebrity endorsements (e.g., Caballero and Solomon 1984; Till and Busler 2000). As
will be discussed shortly, relevant research results suggest inconsistencies among
consumer responses to endorsement strategies, necessitating a deeper understanding of
this phenomenon.
Two major purposes guide the current research. First, this research seeks to
examine more fully the effects of endorser failure type—functional or non-functional—
on consumer responses to negative endorser information. As a theoretical underpinning,
the self-congruity theory of attitude development (Sirgy 1982) suggests that a consumer’s
response to an endorser failure develops based upon the extent to which the consumer
perceives congruence between the image of the endorser and his/her desired self or
image. Traditionally, self-congruity theory has been utilized in the context of the
symbolic, non-functional characteristics of products and brands (Cowart, Fox, and
Wilson 2008). However, self-congruity theory can also be applied in the context of
functional product and brand characteristics. Moreover, the relative importance of
functional and non-functional attributes may vary depending upon the context of an
endorser failure. Indeed the type of endorser failure (functional vs. non-functional) may
perhaps influence the formational dynamics of the consumer’s desired self-concept.
Functional failures (performing below consumers’ expectations) are expected to enhance
4

the salience of the endorser’s credibility as an expert in his or her respective sport, while
general, non-functional attributes (e.g., attractiveness or likability) will likely receive less
attention. On the other hand, non-functional failures (e.g., criminal acts and infidelity)
may prime consumers to emphasize performance-unrelated endorser attributes at the
expense of functional attributes. Consequently, endorser characteristic salience, primed
by failure type, potentially influences consumer evaluations of the brand and the
endorser.
The second purpose of this research is to investigate the extent to which the
perceived congruence between the endorser and product affects the relationships between
endorser failure types and consumer responses. The majority of existing literature in this
area has examined the effects of the perceived fit, or “match-up” between the product and
the endorser on resulting consumer attitudes and behavioral intentions (e.g., Kamins
1990; Till, Stanley, and Priluck 2008). Thus the second purpose of this research seeks to
enhance current understanding regarding the effects of endorser-product congruence on
consumer attitudes and behavioral intentions in the context of endorser failures.
The current research utilizes three experiments to examine the relationships
between endorser failure type and related consumer responses in the context of varying
levels of endorser-product congruence. Study 1 will incorporate an athletic endorser
perceived as being relatively unfamiliar by respondents, paired with an actual brand
perceived as being associated with the endorser’s area of expertise. An unfamiliar
endorser is chosen in order to enhance as fully as possible the internal validity of the
research by eliminating the confounding potential of prior existing attitudes on the
relationships between endorser failure and consumer responses (e.g., Till and Busler
2000; Till and Shimp 1998). In contrast, because celebrities are chosen for endorsements
5

due to their widespread exposure to consumers, Study 2 utilizes an athletic endorser
perceived as familiar to the participants. While the potential confounding effects of
established attitudes toward the endorser exist, using a familiar celebrity allows for
conducting research in a more realistic study context. Finally, in order to enhance as
much as possible the external validity of the research, Study 3 presents a celebrity athlete
who in current reality has been characterized by both functional and non-functional
failure information. Next, the conceptual framework discusses the relevant literature as it
pertains to this research and provides a foundation for the relationships to be examined in
these studies.

6

CHAPTER II
BACKGROUND AND CONCEPTUAL DEVELOPMENT
Celebrity Endorsements
The use of celebrity endorsements is a well-established marketing strategy,
particularly in the context of today’s proliferation of media advertisements (Erdogan et
al. 2001; Solomon 2007). Building upon the tenets of associative learning (Klein 1991;
Martindale 1991; Shimp 1991) and particularly the Meaning Transfer Model (McCracken
1989), celebrity endorsement strategies aim to create shared perceived associations
between the celebrity and the brand. In other words, the ultimate objective of pairing a
celebrity athlete with a product is to link the positive image of that celebrity and the
brand in the mind of the consumer (e.g., Priluck and Till 2004).
As is well known, celebrity endorsements can lead to multiple benefits for the ad,
including enhanced ad recall (Friedman and Friedman 1979) and enhanced viewer
attention (Atkin and Block 1983). Recent literature on brand attitudes suggests that the
endorsed brand also enjoys positive effects of celebrity endorsements, such as enhanced
brand attitude and positive word of mouth (e.g., Bush, Martin, and Bush 2004; Kamins
1990). Celebrity endorsements have been particularly effective for lending exposure to
new or unfamiliar brands (Grewal, Gotlieb, and Marmorstein 1994), or encouraging
brand switching in contract agreements (Harmon and Coney 1982). Much literature on
celebrity endorsement effectiveness addresses the effects of particular endorser attributes,
such as credibility and likability, on consumer responses to the strategy of pairing
7

celebrities and products. For example, research on perceived endorser credibility suggests
that celebrities can also be viewed as expert information sources, ultimately influencing
consumer attitudes and purchase intentions (e.g., Ohanian 1990, 1991; Siemens et al.
2008; Sternthal, Dholakia, and Leavitt 1978). However, credibility perceptions may
deteriorate in instances where celebrities endorse multiple products (Tripp, Jenson, and
Carlson 1994).
Likability has been examined to a much lesser degree in the context of celebrity
endorsements, and research suggests that this characteristic may be beneficial for overall
ad and brand evaluations (Atkin and Block 1983). However, Kahle and Homer (1985)
found that likability was not a significant factor in endorsement effectiveness, which may
suggest the need for congruence between the specific product-related endorser attributes
and the product, as opposed to general positive endorser characteristics. Furthermore,
including likability as a control variable has not significantly altered the statistical results
on the effectiveness of celebrity endorsements (e.g., Kamins 1990). Advertising research
also indicates that, beyond endorser characteristics, the message delivery format can
influence the effectiveness of endorsements. Results from Kamins and colleagues (1989)
suggest that two-sided celebrity endorsement messages, in which both positive and
negative information is provided, are perceived as more credible and effective than onesided messages simply touting the benefits of the product. In addition, cross-cultural
research on this topic indicates that celebrity endorsements are utilized in both
individualistic and collectivistic societies (Choi, Lee, and Kim 2005). Indeed, findings
from cultural comparison research also suggest that, as with most forms of marketing
communication, endorsement strategies tend to mirror the national culture of the market
(Choi et al. 2005; Money et al. 2006). In summary, the literature on celebrity
8

endorsements supports the potential benefits of celebrity endorsements and their
popularity as a marketing strategy. One framework, self-congruity theory, provides a
plausible explanation for the development of consumer responses to celebrity
endorsements.
Self-Congruity Theory
Self-congruity theory belongs to a broader class of cognitive consistency theories
positing that consumers choose products and brands that are aligned with their own
values, as a means of avoiding the unpleasantness associated with belief-object
inconsistency (Festinger 1957; Heider 1946; Sirgy 1982). Self-congruity theory posits
that products and brands have personality attributes akin to human traits that can
influence an individual’s desire to consume them (Cowart et al. 2008; Fleck and Quester
2007; Sirgy 1985). With regard to brand choice, research has found that consumers
choose brands whose user images are similar to their desired selves (e.g., Escalas and
Bettman 2005). Not surprisingly, consumers tend to avoid those brands which are linked
with dissociative brand users (e.g., Banister and Hogg 2004; Hogg, Banister, and
Stephenson 2009; Lee, Motion, and Conroy 2009; Muniz and Hamer 2001; Thompson
and Arsel 2004; Thompson, Rindfleisch, and Arsel 2006). Self-congruity theory proves
useful toward understanding consumer responses to celebrity endorsers. Specifically, this
theory suggests that individuals compare their own desired self-concepts with the image
of the endorser, and evaluate the desirability of the product based on the level of
perceived self-endorser congruity.
As mentioned earlier, self-congruity theory has been utilized traditionally in
research on non-functional (i.e., symbolic) characteristics of products, brands, or
9

endorsers. However, self-congruity theory may also be applied in the context of
functional characteristics of an endorsement situation. In addition, self-congruity theory
may be applied in the context of endorser failures, discussed below.
Endorser Failures
The use of celebrity endorsements is not without significant risks to the brand,
even further underscoring the importance of examining the effects of endorser failures on
consumer attitudes and behavioral intentions (Edwards and La Ferle 2009; Money et al.
2006; Till and Shimp 1998). Though limited in quantity, existing research on endorser
failures suggests that a deeper and broader understanding of these relationships is a
fruitful arena for inquiry. As a foundation, previous research suggests that negatively
perceived images of celebrities can have deleterious effects on the brand (Langmeyer and
Shank 1993). In terms of endorser failures, Till and Shimp (1998) found that knowledge
of negatively perceived endorser behaviors can decrease consumers’ brand evaluations.
Interestingly, this relationship was significant only for fictitious (but not real) celebrity
endorsers. Additionally, recent research suggests that exposure to negative information
results in decreased endorser attractiveness perceptions, brand attitudes, and product
interest (Edwards and La Ferle 2009). However, results from the same study indicate that
endorser failures do not significantly influence perceived endorser trustworthiness or
purchase intentions. This last finding lends support to other research examining endorser
selection from the practitioner’s perspective, which suggests that the risk of controversy
is perceived as being of minor importance relative to other considerations, such as the
perceived celebrity-product fit matchup and overall celebrity image (Erdogan et al.
2001).
10

Frequently, brand managers appear to cancel instantaneously endorsement
contracts in the event of endorser failures, because they fear the negative endorser
information will carry over to the product image (Till, Stanley, and Priluck 2008). For
example, Buick and Accenture Consulting terminated endorsement deals with Tiger
Woods within months of his negative publicity. Interestingly, Nike upheld its
endorsement contract with Woods, suggesting that brand managers do not always expect
consistent consumer responses to such information. This notion merits further research
examination, particularly in terms of the dynamics of consumer responses to endorser
failures. As mentioned previously, the limited research on negative endorser information
(e.g., Edwards and La Ferle 2009; Money et al. 2006; Till and Shimp 1998) examines
non-functional (i.e., non-expertise-related) failures, such as infidelity or criminal acts.
Specifically, the ability of the endorser to perform is not so much in question as is his/her
integrity as a highly-publicized celebrity. For example, Till and Shimp (1998) provide
two alternative forms of negative information about the endorser—steroid use and
multiple driving-under-the–influence (DUI) arrests—and pool the data due to similar
pretest results1. Similarly, Money and colleagues (2006) and Edwards and La Ferle
(2009) provide negative information in the form of illegal drug use and alleged child
abuse, respectively.
Non-functional Failures
In the context of non-functional endorser failures, the product may not be
perceived as integral to the behavior (i.e., Nike golf clubs and drug use), and consumer
responses may be aimed primarily toward the endorser, while the brand may be less
While steroid use may be perceived as a functional failure, the similarity of the pretest results suggests
that the distinction between functional and non-functional failures was not considered as a manipulation in
their research.
1
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severely affected. Thus, non-functional failures are expected to be more highly associated
with consumers’ endorser evaluations than those for functional failures.
H1: Non-functional endorser failures will be associated with lower endorser
evaluations than those for functional endorser failures.
Functional Failures
The lack of research attention to the functional (i.e., performance-related)
characteristics of products and endorsers leaves an important gap in existing endorsement
literature, especially in the context of endorser failures. In particular, functional endorser
failures, such as performing below a consumer’s expectations, may precipitate questions
regarding the endorser’s credibility as an expert in his or her respective sport. As prior
research overwhelmingly suggests, endorser credibility is a critical component of
endorser effectiveness, significantly influencing attitude toward the ad, endorser, and
brand (e.g., Homer and Kahle 1990; Ohanian 1990; Seimens et al. 2008). Credibility has
been conceptualized as a multidimensional construct, including components of expertise,
trustworthiness, and attractiveness (Kahle and Homer 1985; Ohanian 1990). Functional
failures may specifically question perceived endorser expertise, which can be defined as
the extent to which a source may make valid assertions regarding some object or activity
(Hovland, Irving and Kelley 1953). In the current context, an athlete’s failure to perform
up to expectations in his or her area of expertise (i.e., sport) may prime the consumer to
focus on the expertise-related attributes of the endorser and product and lead to
contemplation of how this negative information compares with the performance
characteristics of the endorser’s image (e.g., Tiger Woods’ ability to play golf). The
importance of functional attributes is intensified in the case of professional athletes, such
12

as LeBron James, Tiger Woods, and David Beckham, where the endorsement contracts
are frequently made before these celebrities begin their professional careers (Koernig and
Boyd 2009). In addition, existing endorsement literature suggests that perceived endorser
expertise is an important component of consumers’ related credibility evaluations (e.g.,
Ohanian 1990). Moreover, in the context of athletic endorsements, consumers tend to
rate endorsers as more expert when they are perceived as using the endorsed product in
their respective sports (Boyd and Shank 2004).
Because in the context of functional failures the emphasis is on the performancerelated characteristics of the endorser, the brand may be the object of consumers’
negative responses, as it may be perceived as related to the endorser’s ability to perform
exceptionally. Based upon this reasoning, functional failures are expected to be more
highly associated with negative brand evaluations than those for non-functional failures.
Therefore:
H2: Functional endorser failures will be associated with lower brand evaluations
than those for non-functional endorser failures.
Overall, research examining the behavioral results of celebrity endorsement
strategy suggests a relationship between endorser failures and purchase intentions (e.g.,
Caballero and Solomon 1984; Friedman and Friedman 1979; Kahle and Homer 1985;
Kamins 1990; Kamins and Gupta 1994; Ohanian 1991; Solomon, Ashmore, and Longo
1992). For example, Caballero and Solomon (1984) found that positive point-ofpurchase ad evaluations led to increased sales for convenience products. In terms of
attitudes toward the endorser, positive credibility evaluations resulted in enhanced
purchase intentions (Ohanian 1991). Kahle and Homer (1985), in their examination of the
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Match-up Hypothesis, found that ad effectiveness and purchase intentions are enhanced
when consumers respond favorably to the endorser.
To summarize, positively perceived endorser attributes generally result in positive
endorser, brand, and ad evaluations. The current research expects a relationship of the
same nature, in which negatively perceived endorser attributes result in less positive
purchase intentions. Furthermore, given the complexities involved in consumer responses
to endorsements, the nature of the failure (i.e., functional or non-functional) should also
be considered.
This research suggests that failure type will exert differential influences on
consumer purchase intentions, exhibiting a relationship consistent with hypotheses 1 and
2. In particular, functional failures are expected to prime consumers’ perceptions of the
endorser’s expertise in his or her respective profession, and, consequently, condition
consumers’ focus on the objective attributes of the brand as it relates to the endorser’s
ability to perform. Thus, as compared with non-functional failures, functional failures are
expected to more significantly affect purchase intentions. Consequently, functional
failures should exhibit stronger associations with purchase intentions than those for nonfunctional failures. Therefore:
H3: Functional endorser failures will be associated with less positive brand
purchase intentions than those for non-functional endorser failures.
Match-up Hypothesis
The Match-up Hypothesis has been a dominant theoretical foundation in research
on celebrity endorsement effectiveness (e.g., Erdogan et al. 2001; Kamins 1990;
McDaniel 1999; Till and Busler 2000; Till et al. 2008). This theory emerged primarily as
14

a complement to McCracken’s (1989) Meaning Transfer Model, which attempts to
explain the process by which celebrity endorsements affect product/brand value.
Specifically, the Meaning Transfer Model posits that the effectiveness of a celebrity
endorser is a function of that celebrity’s cultural meaning, or image, in the eyes of
society. Indeed, McCracken (1989, p. 312) declares that “the effectiveness of the
endorser depends, in part, upon the meanings he or she brings to the endorsement
process.” The Match-up Hypothesis further elaborates upon the Meaning Transfer Model
in terms of the types of meanings (e.g., product experience or attractiveness) that are
most effective enhancements of the brand’s value.
Researchers have long suggested that a fit should exist between a model and the
product in an advertisement (Erdogan et al. 2001; Kirmani and Shiv 1998; Lynch and
Schuler 1994). Consistent with this suggestion, the Match-up Hypothesis posits that
attitude toward the endorsed object develops based upon the perceived image congruity
between the endorser and the product (Kamins 1990). The validity of this theory relies on
the principle that consumers have expectations about the attributes and overall images of
both the product and endorser (Lynch and Schuler 1994; McDaniel 1999; Misra and
Beatty 1990). Based on this theory, celebrity endorsements should be effective when
consumers perceive shared endorser and product attributes (Kirmani and Shiv 1998).
While studies involving the Match-up Hypothesis have utilized various theoretical
approaches (i.e., classical conditioning; associative learning), the results taken together
overwhelmingly indicate that the perceived fit between the endorser and the product
influences consumer responses to endorsements (e.g., Baker and Churchill 1977; Erdogan
et al. 2001; Friedman and Friedman 1979; Kahle and Homer 1985; Kamins 1990).
Research in this area primarily addresses individual celebrity and product attributes and
15

how they contribute to the effectiveness of endorsements (Choi et al. 2005). The main
areas of inquiry in terms of match-up effects relate to perceived endorser attractiveness
(e.g., Caballero and Pride 1984; Cabellero and Solomon 1984; Kamins 1990; Solomon et
al. 1992), expertise (Ohanian 1991; Siemens et al. 2008; Till and Busler 2000),
product/service type (Kamins and Gupta 1994; Lynch and Schuler 1994; Stafford,
Stafford, and Day 2002), and gender (Debevec and Iyer 1986; Edwards and La Ferle
2009; Kanungo and Pang 1973).
In terms of attractiveness, research suggests that the attractiveness of celebrity
endorsers can be effective when the endorsed product is attractiveness-related (e.g.,
cosmetics, body oil) (Baker and Churchill 1977; Caballero and Pride 1984; Kahle and
Homer 1985; Kamins 1990; Peterson and Kerin 1977). However, the literature suggests
that attractiveness does not consistently influence consumer responses (Bower and
Landreth 2001; Till and Busler 2000). For example, some researchers suggest that
attractiveness has been found to influence ad evaluations, but not purchase intentions
(Baker and Churchill 1977; Caballero, Lumpkin and Madden 1989; Caballero and
Solomon 1984), while other studies suggest a strong relationship between attractiveness
and behavioral intentions (e.g., Petroshius and Crocker 1989). Interestingly, Till and
Busler (2000) report an overall positive effect of attractiveness on attitudes and purchase
intentions for both attractiveness-related and -unrelated brands, suggesting an
ineffectiveness of the attractiveness matchup. Moreover, another study suggests that the
effects of an attractiveness matchup lie not in the perceived good looks of the model, but
instead in consumers’ perceived model expertise when matched with attractivenessrelated products (Bower and Landreth 2001). In other words, highly attractive models
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may be perceived as experts in the context of choosing the appropriate attractivenessenhancing products (Bower and Landreth 2001).
In many instances, celebrities are considered expert sources of information,
especially when they are perceived as having extensive experience with the endorsed
product (e.g., Boyd and Shank 2004; Lynch and Schuler 1994; Siemens et al. 2008).
Similarly, a perceived fit between the endorser’s area of expertise and the product/service
type enhances the effectiveness of the endorsement (Biswas, Biswas, and Das 2006;
Kamins and Gupta 1994; Stafford et al. 2002). Findings overall suggest that higher levels
of congruence between endorser characteristics and the product image lead to enhanced
brand evaluations and purchase intentions (e.g., Kamins 1990; Solomon et al. 1992;
Kamins and Gupta 1994; Kanungo and Pang 1973). In terms of attitudes, research has
found that consumers express lower risk perceptions for high technology-oriented
products when the spokesperson is a perceived expert with the products, regardless of
celebrity status (Biswas et al. 2006). Interestingly, product-expertise matchup does not
consistently influence purchase intentions (Till and Busler 2000), again highlighting the
complex dynamics involved in consumers’ attitudinal and behavioral responses to
endorsements. As with these previously discussed studies on the Matchup Hypothesis,
research examining the effects of gender congruence provides mixed results at best.
Studies have shown that some products have gender associations, but are inconsistent as
to suggesting the most appropriate matching strategy (Debevec and Iyer 1986; Kanungo
and Pang 1973). For example, Kanungo and Pang (1973) suggest that the celebrity
endorser should reflect the gender associated with the product, while Debevec and Iyer
(1986) argue for a mismatch in order to achieve the most effective message. Other
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researchers have noted minimal gender congruence effects in terms of consumer
responses to negative endorser information (Edwards and La Ferle 2009).
Examining the potential effects of the endorser-product matchup on the
previously hypothesized relationships could enhance current understanding of consumer
responses to endorser failures. For example, low levels of congruence between the
endorser and the product should intensify the negative effects of non-functional failures
on the endorser. As compared with functional negative information (poor performance),
non-functional failures (e.g., marital infidelity or drug use) are hypothesized to prime
consumer emphasis on the symbolic characteristics of the endorser beyond his or her
performance-related attributes. Thus an inconsistent match-up between the endorser and
product leaves only the symbolic endorser characteristics as the foundation for consumer
responses. Therefore:
H4: In a non-functional failure situation, endorser evaluations will be lower in a
low product-endorser congruence context than those in a high productendorser context.
In contrast, a consistent match between endorser area of expertise and the product
might intensify the deteriorating effects of functional endorser failures on the brand. As
hypothesized earlier, functional failures should result in lower brand evaluations than
those for non-functional failures. In the context of a high-congruence match (e.g.
professional golfer and golf clubs) the brand may be even further emphasized as a
facilitating factor in a functional failure situation. Therefore:
H5: In a functional failure situation, brand attitudes will be lower in a high
product-endorser congruence context than those in a low product-endorser
congruence context.
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H6: In a functional failure situation, brand purchase intentions will be lower in a
high product-endorser congruence context than those in a low productendorser congruence context.
In summary, endorser failures are expected to exhibit negative relationships with
consumers’ endorser and the brand evaluations. Failure type (functional vs. nonfunctional) is hypothesized to influence the extent to which each object—endorser and
brand—is affected by the negative information. In addition, the level of congruence, or
“match-up” between the endorser and product is expected to moderate the relationships
between endorser failures and attitudes toward the endorser, attitudes toward the brand,
and brand purchase intentions. Figure 1 below illustrates the hypothesized expectations.

Figure 1

Proposed Model
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CHAPTER III
METHOD
Overview of the Experiments
Three experiments are designed to fulfill the stated purposes of the current
research. Specifically, each study seeks to examine endorser failure type (functional vs.
non-functional) effects on the development of customer attitudinal and behavioral
responses to such information and to investigate the extent to which the match-up, or
congruity, between the endorser’s expertise area and the product (low and high) affects
the hypothesized relationships. The three studies are identical in research design and
execution, with the exception of the stimulus materials, as discussed here. Study 1
utilizes a relatively unfamiliar endorser in order to mitigate the risk of familiarity effects
(i.e., endorser and brand evaluations are confounded by predisposed attitudes toward the
athlete), thus preserving the internal validity of the research design to the fullest extent
possible. To enhance the external validity of the research, Study 2 utilizes a familiar
celebrity athlete paired with the same brand used in Study 1. Finally, to further enhance
the generalizability of the findings, Study 3 participants will evaluate a celebrity athlete
who has publicly been characterized by both types of failure information. From an
internal validity perspective, the design of Studies 2 and 3 allows for potential confounds
of familiarity effects on the relationship between the independent and dependent
variables. However, a related study (Till and Shimp 1998) noted that the deteriorating
effects of negative information were present with regards to fictitious celebrities, but not
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actual ones, suggesting a difference in consumer responses to unfamiliar vs. familiar
endorsers. In addition, endorser familiarity has been found to influence the effectiveness
of endorsements (Kamins and Gupta 1994). These findings imply that incorporating
actual celebrities into the research design is necessary in terms of providing a practical
contribution to existing literature. Moreover, celebrity endorsers are inherently wellknown individuals, the attribute which single-handedly allows these individuals to
provide additional cultural meanings to the endorsed product (Mathur, Mathur, and
Rangan 1997). Thus utilizing well-known celebrities provides a more realistic view of
endorsement strategy in practice. In terms of external validity, Studies 2 and 3 allow for
the most appropriate analysis of endorsements in the marketplace, as most endorsement
contract decisions result from careful consideration of existing public knowledge
regarding the endorser and the brand (e.g., Erdogan et al. 2001). The design and
execution of each of these studies adopts the approach frequently used by prior
researchers in this area (e.g., Kamins and Gupta 1994; Kamins et al. 1989; Till and
Shimp 1998), and is discussed in detail below.
Design and Procedure
Samples and Recruitment
The sample selection approach for each study sought to fulfill a minimum of 25
participants per experimental cell, a number which exceeds the standard sample sizes in
existing experimental literature (e.g., Elder and Krishna 2009; Lee, Keller, and Sternthal
2009). Because males and females have been found to process negative information
differently and gender effects have been noted in prior related research (Dube and
Morgan 1996; Levin and Gaeth 1988; Maheswaran and Myers-Levy 1990; McDaniel
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1999), efforts were made to recruit equal proportions of males and females for
participation. Potential participants were referred by students, who personally approached
respondents to request their participation in the study, which was to be administered in an
online format. Upon agreeing to participate, as well as expressing comfort in completing
an electronically administered survey, participants were provided with the internet
address for the experiment. Table 1 provides a demographic description of the samples
across studies.
Table 1
Study 1

Sample Descriptives All Studies
n

Age

249

34

Gender

Ethnicity

F=143 (.57)

C=195 (.79)

M=106 (.43)

EdLevel
Deg=121 (.50)

A-A=34 (.14)
O= 20 (.07)

Study 2

205

28

F= 96 (.46)

C=150 (.72)

M=109 (.54)

H=33 (.16)

Deg= 159 (.76)

O= 22 (.12)
Study 3

165

32

F=85 (.51)

C=140 (.85)

M=80 (.49)

Deg= 111 (.68)

A-A=18 (.11)
O=7 (.04)

Description
Each study utilized a 3 (functional failure, non-functional failure, and control) x 2
(low and high congruence) between-subjects factorial design. A visual explanation of the
specific treatment and control cells is presented in Table 2. Participants were assigned to
one of six experimental and control cells.
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Studies 1 & 2 Stimulus Development
Six full-page, color ads were created to correspond with the experimental
conditions (three celebrity endorsers; two levels of product-endorser congruence).
Soccer was chosen for the context of Studies 1 and 2, primarily because it is a more
recently established sport in the U.S. than football, baseball, or basketball, thus mitigating
the effects of team loyalties or attitudes based upon fan base membership. In addition,
soccer has been utilized in research of this nature (Klaus and Bailey 2008). In order to
control for gender effects, only male athletes were presented. The rationale for limiting
the stimuli to males is two-fold. First, males have typically been utilized more heavily in
athletic endorsements than females. Second, male athletics garner a larger viewing base
than female sporting events, thus enhancing the likelihood of endorser familiarity among
participants, especially with regard to Study 2.
Table 2

Illustration of Experimental Design

Failure Type

Functional

Product-Endorser Congruence
Low

High

(Sandal/Cologne)

(Soccer shoe/Golf Club)

Tmt1

Tmt3

Tmt2

Tmt4

Ctl1

Ctl2

(poor performance)
Nonfunctional
(DUI/Infidelity)
Control

As discussed in the research overview, Study 1 aimed to pair a relatively
unfamiliar soccer player with the brand in order to reduce the potential for familiarity
effects. In contrast, Study 2 sought a soccer player perceived as familiar in order to
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enhance the external validity of the findings. The single criterion for the desired brand
was its being perceived as making products used in soccer. To determine the athletes and
brand to be used in Studies 1 and 2, a stimulus development procedure was undertaken.
Specifically, a small sample of undergraduate students (n = 20) were asked to list three
soccer players with whom they were familiar, along with a brand that they would
associate with soccer. Three individuals listed no athletes due to their low involvement
with soccer, and many of the respondents were limited to one or two players with whom
they were familiar. David Beckham was the most frequently listed professional soccer
player (n = 12), and thus was selected as the endorser for Study 2. Choosing the relatively
unfamiliar player for Study 1 was a two-phase process. First, an internet search was
performed to identify any soccer players that were not listed by respondents. The review
produced three individuals who fit that description. Second, of the three emerging
athletes, Landon Donovan was chosen as the unfamiliar endorser, due to his being the
most physically comparable to David Beckham. In addition, both men are members of
the same U. S. Soccer team, Los Angeles Galaxy. Achieving characteristic equivalence
(e.g., physical characteristics and team membership) was desirable, as the confounding
effects of discrepancies with regard to these variables pose a potential threat to internal
validity. Adidas brand was chosen for the ads, as it was the most frequently (albeit
marginally) provided by the respondents (8).
In order to enhance efficiency in the stimulus development process, the product
and failure type information were chosen based upon the researcher’s judgment. The
objective guiding product choice was to include a product category whose two varieties,
respectively, could be used by the endorser in high- and low-congruence contexts.
Consequently, participants were presented with a soccer shoe (high congruence) or a
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sandal (low congruence), depending upon their designated experimental or control cells.
Appendix A and B present the stimulus materials (endorser biography and ads) for
Studies 1 and 2, respectively.
With regard to endorser failures, efforts were made to choose information that
would be perceived as negative, but not of an extreme nature, especially in the case of the
non-functional information. The rationale underlying this objective is two-fold. First,
presenting the respective samples with information of a cruel or inhumane nature may
result in an undesirable data distribution, lacking in central tendency. For example,
professional football player Michael Vic’s recently publicized participation in dog
fighting was overwhelmingly perceived as unethical and illegal. However, exposure to
such information may elicit attitudes and emotions from those individuals who are
particularly sensitive to such activities that differ from respondents who may be relatively
impervious to these behaviors, thus polarizing the results. Second, behaviors of an
extreme nature, as in the case of Michael Vic, typically result in immediate termination of
endorsement contracts in practice, thus muting the need to consider how consumers may
respond. Therefore, the non-functional information chosen for Studies 1 and 2 describes
the endorser being arrested for driving under the influence of alcohol (DUI). In contrast,
participants exposed to functional failures read a scenario describing endorser
performance (soccer play) that was lower than teammate and expert expectations, along
with uncertainty regarding his contract renewal for the following season. Finally, in the
control treatment cells, participants were simply provided no information, positive or
negative, regarding the endorsers’ past behaviors.
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Study 3 Stimulus Development
As mentioned in the experimental overview, the third study sought to enhance the
generalizability of the findings by using currently existing negative information about a
celebrity athlete endorser. Consequently, the stimulus development for Study 3 was
limited to the identification of not only negative endorser information, but also two
information types (non-functional and functional) that would be perceived differently in
terms of it functionality. In addition, similar to Studies 1 and 2, a male athlete was sought
in order to control for gender effects. A review of media contributions for the year prior
to the study’s execution produced Tiger Woods, a professional golfer, as the most viable
candidate for the Study 3 stimulus. Regarding non-functional information, Woods
admitted to multiple extra-marital affairs in early 2010, a scandal which received
substantial media exposure and public attention. In terms of functional failure
information, Woods had been performing at a diminished level as compared with
previous years, to the extent that his existing ranking as one of the world’s top twenty
golfers was at risk, per multiple media outlets (e.g., ESPN, CBS, Fox News, etc…).
Indeed, Tiger Woods was the only celebrity athlete identified who was characterized by
both types of information. Therefore, he was chosen as the endorser for the study. For
brand selection, a review of Woods’ actual endorsement deals produced Nike as the
brand to be included in the stimulus advertisements.
A stimulus development procedure was conducted in order to identify low and
high product-endorser congruence products for the stimulus ads. Specifically, a sample
separate from the stimulus development for the first two studies was selected (n = 22
graduate students), and respondents were first asked to list up to three Nike products that
were perceived as related to Woods’ ability to play golf. The results suggested that golf
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clubs (n = 22) were perceived as most integral to golfing. In order to efficiently identify a
functionally unrelated product, sample participants were presented with a list of Nike
products and asked to choose which one was perceived as least related to golfing. The
results produced cologne as the product with the least congruence to Woods’ area of
expertise (n = 18). Appendix C presents the stimulus materials for Study 3.
Manipulation Checks
As with most experimental research in this area (e.g., Kamins and Gupta 1994),
efforts were made to enhance the validity of the study by ensuring the effectiveness of the
experimental treatments. First, the perceived congruence between the advertised product
and the endorser’s area of expertise (soccer and golf) were measured in order to examine
the matchup effects on the relationships between endorser failures and consumer
responses. Participants were asked to indicate the extent to which the product in the
advertisement was related to the sport using a 7-point semantic differential scale (1 = not
related; 7 = highly related). Second, participants were asked to assess the functionality of
the failure information presented. After reading the scenario, participants indicated their
opinions using 7-point Likert-type scale items (1 = strongly disagree; 7 = strongly agree).
In addition, endorser familiarity was manipulated between the studies, and thus was
assessed. Participants were asked to indicate the extent to which they were familiar with
the endorser using a 7-point semantic differential scale (1 = not familiar; 7 = very
familiar). Following other researchers such as Kamins (1990) and McDaniel (1999),
analysis of the manipulation check data was performed using Student’s t-tests, which are
designed to determine the differences among mean scores for each experimental
manipulation.
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Dependent Variables
As presented in the conceptual development, three dependent variables are
hypothesized to be significantly affected by failure type and product-endorser
congruence. Prior research has overwhelmingly focused on endorser evaluations, brand
attitudes, and purchase intentions as being important consequences of endorsement
strategies (e.g., Kamins 1990; Kamins and Gupta 1994; McDaniel 1999). Differences
exist, however, among the specific scaling techniques utilized to capture these constructs.
Specifically, endorser and brand evaluations have been measured using various attributebased instruments. For example, Kamins (1990) measured endorser evaluations based
upon respondents’ perceived endorser believability and credibility, using 1-item scales
for each. Klaus and Bailey (2008) captured endorser credibility using a 5-item scale
intended to measure perceived celebrity trustworthiness (Ohanian 1990). While
believability and credibility are underlying dimensions comprising endorser evaluations,
they are more reflective of the endorser’s source credibility than overall attitude toward
the endorser. Similarly, brand/product evaluations have been measured using summated
attribute-specific items (e.g., Kamins and Gupta 1994 utilized Fishbein and Ajzen’s 1975
product-attribute probability estimate measure). As with endorser evaluations, the current
manuscript focuses not on the existence or perceived value of specific brand attributes,
but instead on consumers’ overall attitudes toward the brand in the advertisement.
Attribute-based measures limit respondents’ ability to express gestalt attitudes toward the
object. Consequently, both endorser and brand attitudes were measured using 3-item
scales that were reflective of consumers’ gestalt evaluations. Specifically, after being
exposed to the ad and the scenario, participants were asked to rate the endorser and the
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brand using 7-point semantic scales (1 = strongly dislike/ unfavorable/very negative; 7 =
strongly like/favorable/very positive).
Finally, respondents’ purchase intentions were measured in a manner similar to
endorser and brand attitudes. Specifically, participants were asked to indicate their future
brand purchase intentions, using a 7-point semantic scale (e.g., 1 =
unlikely/never/improbable; 7 = likely/definitely/probable). Interestingly, prior research
has measured this construct using a 1-item scale (e.g. Atkin and Block 1983; Kahle and
Homer 1985), thus preventing an assessment of instrument reliability. While researchers
have proposed the propriety of using 1-item measures for simply defined constructs
(Bergkvist and Rossiter 2007), the current research maintains the established perspective
that multiple-item measures enhance scale reliability, regardless of the construct’s level
of abstractness. Indeed, all scales exhibited internal consistency that far exceeded
acceptable standards (α > .90). Table 3 presents the survey items and reliability statistics
for each study below.
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Table 3

Scale and Reliability Statistics

Dependent Variable

Reliability

Endorser Evaluation
Item 1

Please indicate the extent to which you like (Endorser).

Item 2

In your opinion, how favorable is (Endorser)?

Item 3

Please indicate your opinion of (Endorser).

Brand Attitude
Item 1

Please indicate the extent to which you like (Brand).

Item 2

In your opinion, how favorable is (Brand)?

Item 3

Please indicate your opinion of (Brand).

Purchase Intention
Item 1

Please indicate the extent to which you would consider
purchasing the (Brand) product in the advertisement
(unlikely/likely).

Item 2

Please choose the response that best reflects the
probability that you would purchase the (Brand) product
in the advertisement (never/definitely).

Item 3

Please choose the response that best reflects the
likelihood of your purchasing the (Brand) product in the
advertisement (improbable/probable).

Study 1
α

Study 2
α

Study 3
α

0.93

0.91

0.96

0.93

0.90

0.91

0.94

0.93

0.95

Pretest
The stimulus development procedures for Studies 1 and 2 provide a foundation
for choosing the celebrity endorser and brand for the stimuli. However, a pretest was
performed to ensure that the stimuli for Studies 1 and 2 were adequate for the
experimental procedures. Specifically, a small sample (n = 24) of graduate students were
provided with the products (soccer shoe and sandal) and failure information (poor
performance and DUI), and asked to rate the extent to which each was considered to be
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related to an endorser’s ability to perform in the study context (soccer). The functionality
of each stimulus component was measured using a 7-point, Likert-type scale (1= Strongly
Disagree; 7= Strongly Agree) in response to the following statement: “This
product/information is highly related to a professional soccer athlete’s ability to play”.
Two pairwise t-tests were performed to determine whether the products and information
types were perceived as significantly different in terms of their functionality.
The results provided evidence of acceptable experimental manipulation for each
variable. The soccer shoe ( x = 6.4, s = .16) was considered significantly more related to
soccer than the sandal ( x = 2.2, s = .25, t = 4.25, p = .000). Additionally, the pretest
results indicate the desired distinction between functional and non-functional failure
information, with respondents rating poor performance ( x = 5.4, s = .1.5) as significantly
more integral to soccer than the DUI arrest ( x = 2.3, s = 1.9, t = 5.6, p = .000).
Data Analysis
Analysis of variance (ANOVA) procedures were used to determine whether
significant differences exist among the endogenous constructs depending upon the failure
type and product-endorser congruence. This data analysis approach has been commonly
used in research of this nature (e.g., Kamins 1990; Kamins and Gupta 1994; McDaniel
1999). The protocol for analysis was a four-step process. First, simple ANOVAs (absent
of control variables) were conducted in order to examine the hypothesized relationships.
Second and third, if significant effects emerged from the simple ANOVAs, gender and
endorser familiarity were included individually to filter out their respective confounding
effects on the dependent variables. Fourth and finally, if the hypothesized relationships
remained significant after separate inclusion of gender and endorser familiarity, both
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variables were included together to preserve as much as possible the internal validity of
the studies. Next, discussion of the findings and their implications for effective
endorsement management are presented based upon results of the analyses.
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CHAPTER IV
RESULTS
Study 1 Results
Sample
The recruitment process resulted in a usable sample of 249 participants with an
average age of 34. Of the sample, 143 were female (.57) and 195 were Caucasian (.79).
Approximately half of the sample reported having at least a college degree (n = 121), and
the majority of the participants (.82) did not consider themselves to be soccer fans.
Manipulation Checks
Before hypothesis testing, analyses were performed to ensure that participants
could distinguish between the types of failure information and product-endorser
congruence. Student’s t-tests were performed to determine the extent to which the
manipulations were effective. The results suggest that, as expected, respondents viewed
the functional failure information as being more related to Landon Donovan’s ability to
play soccer ( x = 4.6, s =1.7, n = 85) than non-functional failure information ( x =3.7, s =
1.8, n = 76, t = 2.9, p = .004). Regarding product-endorser congruence, participants rated
the soccer shoe ( x = 5.3, s = 1.7, n = 130) as being more integral to Donovan’s
performance than the sandal ( x = 3.7, s = 1.8, n = 119, t = 7.3, p = .000).
In addition, an unfamiliar endorser was desired for Study 1 in order to mitigate
the confounding effects of previously established endorser attitudes on respondents’
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endorser and brand evaluations. Based on the stimulus development, Landon Donovan
was chosen as an unfamiliar endorser as he was not provided by any members of the
sample when asked to list three United States soccer players. In support of this objective,
Study 1 respondents rated Donovan as being moderately unfamiliar ( x = 3.9). Upon
receiving support for effective manipulations, hypothesis testing was conducted. The
mean responses across experimental groups and results of the ANOVA are presented in
Tables 4 and 5, respectively.
Hypothesis 1
The first hypothesis posits that failure type will have a significant effect on
consumers’ endorser evaluations. Specifically, non-functional failure information (DUI)
was expected to result in lower endorser evaluations than those for functional failures
(poor performance). The results provide no evidence in support of the hypothesized
differences ( x Func = 4.6, s = 1.2, n = 85; x NonFunc = 4.6, s = 1.1, n = 76; F [2, 246] = .46,
p = .63). Indeed, endorser evaluations were neutral, if not minimally positive.
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Table 4

Study 1 Dependent Variable Means

Condition:
Control

Variable:

Endorser
Attitude

Brand
Attitude

Purchase
Intention

x

4.7

5.2

4

s

1

1.2

1.8

Failure

x

4.6

5.1

3.4

(n =85)

s

1.2

1.4

1.9

x

4.6

5.2

4

s

1.1

1.1

1.7

x

4.7

5.2

4

s

1.2

1.3

1.8

x

4.6

5.1

3.6

s

1.1

1.2

1.8

x

4.8

5.4

4.2

s

1

1.1

1.8

Low Congruence

x

4.6

5

3.9

(n= 44)

s

1

1.2

1.8

High Congruence

x

4.7

5.1

3.5

(n= 45)

s

1.3

1.5

1.9

Low Congruence

x

4.5

5

3.3

(n =40)

s

1.1

1.3

1.8

High Congruence

x

4.6

5.2

4.3

(n =41)

s

1.1

1.1

1.7

x

4.6

5.2

3.8

s

1.2

1.1

1.7

(n=88)
Functional

NonFunctional
Failure
(n =76)
High Product
Congruence
(n = 130)
Low Product
Congruence
(n =119)
Control
High Congruence
(n= 44)
Control

Functionalx

Functionalx

Nonfunctionalx

NonFunctionalx
Low Congruence
(n =35)
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Table 5

Study 1 ANOVA Results
Failure Type

Failure Type x

Main Effect

Congruence

Variable
Endorser
Attitude

F = .46

F = .33

F = . 38

F = .83

F = 3.6a

F = .20

Brand
Attitude
Purchase
Intentions
a

indicates that p

.05

b

indicates that p

.10

Degrees of Freedom
Effect

Error

Total

Fail Type

2

246

248

Interaction

2

243

245

Hypothesis 2
The second hypothesis posits that failure type will significantly affect consumer
brand attitudes. Specifically, functional failure information was expected to result in
lower brand evaluations than those for non-functional failure information. As with
endorser evaluations, failure type did not exert significant differential influence on brand
attitude ( x Func = 5.1, s = 1.4, n = 85; x NonFunc= 5.2, s = 1.1, n = 76; F [2, 246] = .38, p =
.68), thus providing no support for H2.
Hypothesis 3
The third hypothesis posits that failure type will significantly affect consumer
brand purchase intentions in a manner consistent with H2. Functional failure information
was expected to result in lower brand purchase intentions than those for non-functional
failure information. In contrast with tests of the first two hypotheses, the results provide
significant support for this prediction in the hypothesized direction (F [2,246] = 3.6, p =
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.03). Respondents exposed to the functional failure expressed lower purchase intentions (
x=

3.4, s = 1.9) than those individuals who viewed non-functional failure information ( x

= 4.0, s = 1.7). To enhance the internal validity of the analysis, two control variables,
gender and endorser familiarity, were incorporated into the ANOVA. First, gender did
not exhibit a significant effect on the dependent variable means across groups (F [2, 246]
= .555, p = .46), and also did not change the significance of the findings (F [2,246] = 3.6,
p = .03). Second, while endorser familiarity did exert a highly significant differentiating
influence on brand purchase intentions (F [1, 246] = 45, p = .000), the relationship
between failure type and purchase intentions remained significant (F [2, 246] = 3.5, p =
.03). Consequently, the content characterizing an endorser failure was an important
determining factor in consumers’ intended behavioral responses to negative information.
Interestingly, however, purchase intentions were the same for respondents in the control
group as for respondents who were exposed to the non-functional information ( x = 4.0, s
= 1.8, n = 88). One implication of this finding suggests the relative importance of
functional failure information over non-functional failure information in determining
consumer purchase intentions.
Hypothesis 4
The fourth hypothesis posits interactive effects of failure type and level of
product-endorser congruence on endorser attitudes. Specifically, respondents’ endorser
evaluations are expected to be lower when exposed to non-functional failure information
at a low congruence level (sandal), as compared with the same information at a high
congruence level (soccer shoe). However, the results do not support the proposed
interaction effects (F [2, 243] = .33, p = .72).
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Hypothesis 5
The fifth hypothesis posits an interaction effect between failure type and level of
product-endorser congruence, such that when exposed to a functional failure, respondents
will exhibit lower brand evaluations at a high level of congruence as compared with a
low level of congruence. The data provide no support for this expectation (F = [2, 243] =
.83, p = .44).
Hypothesis 6
The sixth and final hypothesis proposes that the interaction between failure type
and level of product-endorser congruence will affect brand purchase intentions, such that
respondents seeing functional failure information will express lower purchase intentions
in a high-congruence context than in a low-congruence context. As with tests of H4 and
H5, the analysis detected no significant differences between the two groups (F [2, 243] =
.2, p = .82).
Study 1 Results Discussion
Overall, the results of Study 1 overwhelmingly suggest that failure type and
product-endorser congruence are not significant differentiating factors affecting
consumer responses to endorser failures. Indeed, support was found only for the
proposed direct effects of failure type on brand purchase intentions. Moreover, the
hypothesized effects remained significant after controlling for endorser familiarity, which
exerted highly significant differentiating effects on purchase intentions.
The finding that endorser familiarity had an impact on purchase intentions is
interesting in terms of explaining the variation in consumer responses to endorser
failures, primarily because an unfamiliar endorser was chosen for this study. If familiarity
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exerts a significant differentiating influence on participants’ attitudinal evaluations, then
it may merit further consideration in research of this nature. This notion has implications
for the design of Study 2, suggesting that consumers may respond differently when
exposed to a more familiar endorser than Landon Donovan. Moreover, celebrities are
typically chosen as endorsers due to their popularity. Therefore, Study 2 sought to
enhance the external validity of the research by using an athlete perceived as familiar by
respondents.
Study 2 Results
Sample
The sample for Study 2 consisted of 205 (Male = 109) participants with an
average age of 28, of whom 159 (.76) reported having at least a college degree.
Comparable to Study 1, the majority of participants were Caucasian (.72) and did not
view themselves as soccer fans (.78).
Manipulation Checks
Consistent with Study 1, Student’s t-tests were performed to determine the
effectiveness of both failure type and product-endorser congruence manipulations. The
results again suggest that respondents distinguished between failure types and levels of
product-endorser congruence, indicating successful manipulations. As compared with
Study 1, respondents more distinctly ranked the two types of failure information in terms
of their relation to soccer, with functional failure information being perceived as more
related ( x = 4.6, s = 1.8, n = 61) to the sport than non-functional failure information ( x
=2.6, s = 1.6, n = 69, t = 5.5, p = .000). Evidence of effective product-endorser
congruence manipulation again emerged, with participants viewing the soccer shoe ( x =
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6.1, s = 1.9, n = 90) as being more integral to David Beckham’s performance than the
sandal ( x = 3.4, s=1.3, n = 115, t = 9.2, p = .000).
In contrast to Study 1, efforts were made in the design of Study 2 to choose a
familiar athlete for the stimulus ads to enhance the external validity of the research. As
previously discussed, the stimulus development sample most frequently listed David
Beckham as a familiar professional soccer player, and was chosen as the endorser for
Study 2. Not surprisingly, as compared with Landon Donovan ( x = 3.9, s = 2.2, n = 249),
Beckham was viewed as highly familiar by the study participants ( x = 6.2, s = 1.4, n =
205, t = 13, p = .000). Once evidence of effective manipulations emerged, hypothesis
testing was performed. The mean responses across sample cells and the results of the
ANOVA testing are presented in Tables 6 and 7, respectively.

40

Table 6

Study 2 Dependent Variable Means
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Table 7

Study 2 ANOVA Results
Failure Type
Main Effect

Variable
Endorser

Failure Type x
Congruence

Attitude
Brand

F = 1.5

F = 3.3a

Attitude
Purchase
Intention

F = .09

F = 5.0a

F = .36

F = 0.4

a

indicates that p

.05

b

indicates that p

.10

Degrees of Freedom
Effect
Fail Type
Interaction

2
2

Error

202
199

Total

204
201

Hypothesis 1
The first hypothesis posits that failure type will have a significant effect on
consumer endorser evaluations. To elaborate, non-functional failure information (DUI)
was expected to result in lower endorser evaluations than those for functional failures
(poor performance). The results indicate that endorser attitudes in a non-functional
failure context ( x = 5.1, s = 1.1, n = 69) were not significantly different from those in a
functional failure situation ( x = 4.8, s = 1.0; n = 61; F [2, 202] = 1.5, p = .23), revealing
a lack of support for the hypothesis.
Hypothesis 2
The second hypothesis posits that failure type will significantly affect consumer
brand attitudes. Specifically, functional failure information was expected to result in
lower brand evaluations than those for non-functional failure information. As with
endorser evaluations, failure type did not exert significant differential influence on brand
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attitude (F [2, 202] = .09, p = .91), with brand attitudes after exposure to functional
information ( x = 5.2, s = .9, n = 61) being quite similar to those participants in the nonfunctional information treatment cell ( x = 5.3, s = 1.1, n = 69).
Hypothesis 3
The third hypothesis posits that failure type will significantly affect participants’
brand purchase intentions. Specifically, functional failure information was expected to
result in lower brand purchase intentions than those for non-functional failure
information. Although support for this expectation emerged in Study 1, the results here
suggest no significant effect of failure type on participant purchase intentions ( x Func= 3.2,
s = 1.7, n = 61;

x NonFunc

= 3.4, s = 1.9, n = 69; F [2,202] =.36, p = .70).

Hypothesis 4
The fourth hypothesis posits an interaction effect between failure type and level of
product-endorser congruence, such that when exposed to non-functional failure
information, endorser evaluations will be lower in the context of a low-congruence
product (sandal) than for a high-congruence product (soccer shoe). The results suggest a
significant interaction effect (F [2, 199] = 3.3, p = .04), although not in the hypothesized
manner. Indeed, endorser evaluations were actually lower for the soccer shoe ( x =4.9, s =
1.2, n = 29) than for the sandal ( x =5.2, s = .9, n = 41). These results remained significant
when controlling for gender and endorser familiarity, both of which exerted significant
influence on endorser evaluations. This finding, while unexpected, introduces some
support for the relative importance of product-endorser congruity on consumer responses
to endorser failures.
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Hypothesis 5
The fifth hypothesis posits interactive effects of failure type and level of productendorser congruence on brand attitudes. Specifically, respondent brand attitudes are
expected to be lower when exposed to functional failure information at a high congruence
level, as compared with the same information at a low congruence level. Results of the
analysis provide significant support for this prediction (F [2,199] = 5.0, p = .007), in that
brand attitude is lower at a high product-endorser congruence level ( x = 4.9, s = .7, n =
29) than at a low level ( x = 5.6, s = .9, n = 31). Again, the relationship remained
significant after controlling for gender and endorser familiarity.
Hypothesis 6
Finally, H6 proposes that the interaction between failure type and level of productendorser congruence will affect brand purchase intentions, such that respondents seeing
functional failure information will express lower purchase intentions in a high
congruence context than in a low congruence context. Contrary to tests H4 and H5, the
analysis detected no significant differences between the two groups (F [2, 199] = .4, p =
.672).
Study 2 Results Discussion
When compared with Study 1, the results of Study 2 provide marginal support for
the effects of failure type and product-endorser congruence on consumer responses to
endorser failures. The attitudinal dependent variables appear to be particularly susceptible
to the effects hypothesized in the conceptual development, as the interaction of failure
type and congruence level significantly impacts both endorser evaluations and brand
attitudes.
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Importantly, endorser familiarity continued to exert significant influence on the
dependent variables, suggesting (1) the need for practitioners to consider familiarity as
integral to endorser effectiveness and (2) the importance of including familiarity as an
important variable in future analysis of consumers’ endorser evaluations. This finding is
particularly interesting, given the context of the study. Soccer was chosen because of its
relatively recent origins in the United States as compared with other sports. The
underlying rationale in choosing a less popular sport was founded upon avoiding the
potential confounding effects of consumers’ previously established attitudes toward the
athletes and their teams. Indeed, the samples for Studies 1 and 2 were similar in terms of
their relatively low interest in soccer (18% and 22%, respectively). However, overall
endorser evaluations for David Beckham, the familiar endorser ( x = 5.3, s = 1.0, n = 205)
were significantly higher than those for Landon Donovan ( x = 4.6, s = 1.1, n = 249, t =
6.1, p = .000), who was perceived as significantly less familiar based on the manipulation
check results. An implication of this finding relates to the importance of choosing
familiar endorsers, especially when the target market is not highly involved with the
endorser’s area of expertise.
Finally, of importance are the emerging consistent, moderately positive consumer
responses across the dependent variables for both studies. This observation suggests that
the effects of failure type and product-endorser congruence are not as detrimental to
overall endorser and brand evaluations as expected. This observed trend may indicate a
lack of consumer interest in the endorser’s area of expertise, and consequently
evaluations based overwhelmingly on superficial characteristics (e.g., both endorsers
were perceived as attractive by the samples).
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Study 3 Results
Sample
The recruitment process resulted in a usable sample of 165 participants with an
average age of 32. Of the sample, 85 (.51) were female and 140 (.85) were Caucasian.
Over half of the sample reported having at least a college degree (n = 111), and the
majority of the participants (.73) did not consider themselves to be golf fans.
Manipulation Checks
In contrast to Studies 1 and 2, the third study sought to enhance to the fullest
extent possible the external validity of the research design. Particularly, the stimulus
development procedure was distinct from the first two studies, in that determination of
the endorser and negative information was based upon identifying a celebrity athlete who
was currently characterized by actual functional and non-functional failure information.
As mentioned earlier, a review of existing media sources produced Tiger Woods as the
most suitable athlete for inclusion in the study. Participants allocated to the nonfunctional experimental treatment cells were presented with information regarding
Woods’ admitted multiple extramarital affairs, while those subjects viewing functional
information saw excerpts from a recent article detailing the golfer’s poor performance
over the past year. Manipulation checks were again performed to assess the effectiveness
of the manipulations for both failure type and product-endorser congruence. The results
of the Student’s t-tests provide evidence of effective manipulation in each case. First,
respondents viewed Woods’ poor performance as being significantly more related to his
golfing ability ( x = 5, s = 1.7, n = 53) than his infidelity ( x = 3.2, s = 2, n = 54, t = 4.5,
p = .000). In terms of product-endorser congruence, golf clubs were seen as significantly
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more congruent with golf ( x = 6.3, s = 1.1, n = 81) than was cologne ( x = 2.8, s = 1.7, n
= 84, t = 15.6, p = .000). Upon finding support for effective manipulations, hypothesis
testing was conducted. Table 8 presents the mean responses for all groups, and Table 9
provides the results of the ANOVA analyses.
Hypothesis 1
H1 predicts a main effect of failure type information on consumers’ endorser
evaluations, such that they will be lower for non-functional failures (extramarital affairs)
than for functional failures (poor performance). Contrary to expectations, however,
endorser evaluations in a non-functional failure context ( x = 4, s = 1.7, n = 54) were not
significantly different from evaluations in a functional failure situation ( x = 4, s = 1.5, n
= 53, F [2, 162] = .5, p = .907) Interestingly, however, endorser attitudes were neutral at
best, suggesting that negative information, overall, may have negatively influenced
participants’ endorser evaluations prior to the study.
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Table 8

Study 3 Dependent Variable Means
Endorser
Attitude

Brand
Attitude

Purchase
Intention

x

4.1

5.5

3.1

s

1.8

1.2

2

Failure

x

4

5.7

3.7

(n =53)

s

1.5

1

2

x

4

5.4

3.4

s

1.7

1.2

1.9

x

3.9

5.6

3.4

s

1.6

1.1

2.1

Condition:
Control
(n =58)
Functional

Variable:

NonFunctional
Failure
(n =54)
Control
High Congruence
(n= 27)
Control
Low Congruence

x

4.2

5.4

2.9

s

1.9

1.3

1.9

Congruence

x

5.2

5.5

3.6

(n =81)

s

1.3

1.1

1.7

Congruence

x

4.9

4.2

3.2

(n =84)

s

1.5

1.1

1.7

(n =31)
High Product

Low Product

Functionalx
High Congruence

x

4

5.8

3.8

(n= 26)

s

1.6

0.9

2.2

Low Congruence

x

4

5.6

3.6

(n =27)

s

1.5

1.1

1.7

High Congruence

x

3.7

5.3

3.7

(n =28)

s

1.6

1.4

1.9

x

4.3

5.5

3.1

s

1.7

1

1.9

Functionalx

Nonfunctionalx

NonFunctionalx
Low Congruence
(n =26)
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Table 9

Study 3 ANOVA Results

Variable
Endorser
Attitude
Brand
Attitude
Purchase
Intention
*indicates that p
.05
**indicates that p
.10

Degrees of Freedom
Effect
Fail Type
Interaction

Failure Type
Main Effect

2
2

Failure Type x
Congruence

F = .5

F = .86

F = 1.1

F = .54

F = 1.36

F = 1.15

Error

162
159

Total

164
161

Hypothesis 2
H2 posits that functional failures will result in lower brand evaluations than nonfunctional failures. In contrast, however, the results suggest no significant main effect of
failure type on brand attitudes. In particular, brand evaluations in the functional failure
context ( x = 5.7, s = 1, n = 53) were quite similar to evaluations in a non-functional
failure context ( x = 5.4, s = 1.2; n = 54, F [2, 162] = 1.1; p = .342). Importantly,
participants in the control group reported approximately the same brand evaluations ( x =
5.5; s = 1.2; n = 58) as both experimental groups. This finding suggests that participants’
brand attitudes were driven primarily by preexisting evaluations of Nike. Moreover,
evaluations were consistently positive, which implies that Nike has not been affected to
the extent that may have been expected after the emergence of Woods’ failures. From a
practitioner perspective, this result is interesting, as Nike was the sole brand that did not
terminate its endorsement agreement with Tiger Woods after news of his infidelity
surfaced. Indeed, this study supports such a decision.
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Hypothesis 3
The third hypothesis predicts a main effect of failure type on brand purchase
intentions, such that functional failure information is likely to result in lower purchase
intentions than non-functional information. As with brand evaluations, no significant
differentiating effects of failure type emerged; purchase intentions for functional
information ( x = 3.7, s = 2, n = 53) were marginally higher than those for non-functional
information ( x = 3.4, s = 1.9, n = 54, F [2, 162] = 1.36, p = .325). Interestingly, brand
purchase intentions were moderately low overall, suggesting an important consideration
for endorsement sponsors. In particular, although respondents’ evaluations of Nike
remained high in the context of negative information (see H2 above), contrasting results
emerged in terms of their behavioral intentions regarding the brand. Consequently,
consumers may indicate little attitudinal variation in response to negative information,
but their actual behaviors may reflect a more intense deteriorating effect of endorser
failures. Of importance, however, is the possibility that respondents in this study would
not likely purchase either Nike product in the advertisements because of the low
proportion of golf fans in the sample and/or preexisting preferences. In other words,
those consumers not highly involved with golf may express little interest in buying golf
clubs, and purchase intentions regarding cologne may be based upon respondents’
previously established preferences for other brands.
Hypothesis 4
The fourth hypothesis predicts an interaction effect of failure type and productendorser congruence on participants’ endorser attitudes. Specifically, in a non-functional
failure context, endorser evaluations should be lower for low-congruence products than
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those for high-congruence products. Contrary to the predictions, however, no significant
interaction effects were observed (F [2, 159] = .86, p = .608).
Hypothesis 5
H5 posits that failure type and product-endorser congruence will interact to exert
significant differentiating effects on consumer brand attitudes. In particular, when
exposed to functional failure information, participants should express lower brand
attitudes toward high-congruence products than for low-congruence products. Again, the
results suggest no significant interaction effect (F [2, 159] = .54, p = .586).
Hypothesis 6
The sixth and final hypothesis predicts an interaction of failure type and endorserproduct congruence on consumer brand purchase intentions in a similar manner to
expectations for H5. Specifically, in a functional failure context, purchase intentions
should be lower for high-congruence products than those for low-congruence products.
As with the previous Study 3 analyses, no significant interaction effects emerged (F [2,
159] = 1.15, p = .319).
Study 3 Results Discussion
Findings from Study 3 provide interesting insight into the dynamics of consumer
responses to negative information. As previously mentioned, the third study is unique
from Studies 1 and 2 such that actual negative endorser information was utilized to
enhance the external validity of the research. Initially, the results of this study are
surprising, given the nonsignificant findings across all hypothesis tests. Indeed, failure
type, along with proposed interaction effects of failure type and endorser-product
congruence, does not appear to have differentiating influences on consumer responses to
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endorser failures in a real-world context. Moreover, past research provides support for
deteriorating effects of negative information for an unknown endorser, but not a familiar
one (Till and Shimp 1998). Interestingly, however, participants did not express positive
evaluations of Woods, overall. This finding suggests that using actual failure scenarios
may have invited the potential for previously developed responses to Tiger Woods’
infidelity and poor recent performance.
In addition, the lack of significant effects of failure type on brand evaluations has
important implications for brand strategy. Traditionally, brand managers have been
hesitant to maintain endorsement agreements with celebrities in the context of negative
information. However, Nike upheld its contract with Tiger Woods, and seemingly has not
suffered the negative consequences of his behaviors. Two plausible explanations
underlie this finding. First, Nike is a dominant brand with products in various sports
arenas. Consequently, Nike brand has endorsements with multiple celebrity athletes,
such as LeBron James (basketball) and Maria Sharapova (tennis).This multi-faceted
endorsement strategy may spread consumer evaluations across multiple dimensions of the
brand, thus diminishing the effects of negative information about one specific athlete. A
second explanation relates to consumers’ preexisting attitudes toward Nike brand. The
possibility exists that consumers’ established attitudes toward Nike were positive to the
extent that their evaluations are resilient to negative information. The latter notion would
support the idea that the celebrity-brand pairing may be less influential than existing
research would suggest.
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Discussion of ANOVA Findings
The overarching objective of the current research was to understand the dynamics
of consumer responses to negative celebrity information, defined here as endorser
failures. Specifically, the nature of the failure information (i.e., functional or nonfunctional) was expected to exert differentiating influences on consumers’ endorser
evaluations, brand attitudes, and brand purchase intentions. As presented in the ANOVA
results above, little evidence of the hypothesized effects emerged, especially in the case
of real-world information presented to Study 3 participants. Additionally, the findings
from Studies 1 and 2 were not of a consistent manner. To be specific, behavioral
responses (i.e., purchase intentions) were significantly influenced in Study 1, while
attitudinal variables (i.e., endorser and brand attitudes) were affected in Study 2. Such
inconsistency suggests that other factors (e.g., source credibility, involvement with the
sport) may explain the variation in the dependent variables.
Several possibilities exist that may account for the lack of significant findings.
First, consumers simply may not consider the content of negative celebrity information in
forming their evaluations of the endorser and the brand. Second, negative information
may not consistently exert deteriorating influences on consumer attitudes (although the
actual change in responses was not measured for each individual), a notion which would
have substantial implications for endorsement strategy. A review of the mean responses
for the dependent variables across the control and experimental groups reveals that
minimal significant differences emerged in the three studies. This finding provides
support for the absence of effects of negative information on consumer responses to
endorser failures. The question remains, therefore, as to what factors actually do account
for variation in consumer attitudes and behavioral intentions regarding celebrity
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endorsers and their products. Consequently, additional analyses were executed to
examine more fully the dynamics of consumer responses to endorser failures, as
presented next.
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CHAPTER V
SUPPLEMENTAL REGRESSION ANALYSES
The multitude of prior research on celebrity endorsement effectiveness suggests
that source credibility, operationally comprised of a source’s perceived attractiveness,
trustworthiness, and expertise, largely influences consumer attitudes toward the endorser
and brand (e.g., Kamins 1990; Ohanian 1990; Ohanian 1991). Because the current study
was unique with respect to the phenomenon of interest, and due to prior research findings
in support of the effects of source credibility dimensions on endorsement effectiveness,
participants’ endorser source credibility perceptions were obtained during the data
collection phase for each study. To understand more fully the dynamics of the
participants’ responses to endorser failures, the dependent variables (endorser
evaluations, brand attitudes, and brand purchase intentions) were each regressed on
endorser source credibility perceptions across the three studies. Figure 2 presents a model
of the paths examined, although no formal hypotheses are presented regarding the
respective relationships between source credibility dimensions and the dependent
variables. However, findings from prior research lead to the expectation that there will
be the emergence of significant, positive relationships for each path in the model (e.g.,
Kamins 1990; Ohanian 1990; Ohanian 1991). The results are discussed below.
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Figure 2

Supplemental Regression Model
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CHAPTER VI
SUPPLEMENTAL REGRESSION RESULTS
This section presents the findings from multiple regression analyses regarding the
effects of source credibility dimensions on consumers’ endorser evaluations, brand
attitudes, and brand purchase intentions. A reasonable concern is that, due to the
experimental design of the original studies, failure type may cause significant differences
in participants’ source credibility perceptions, confounding the interpretation of the
regression results. To address this concern, ANOVAs were conducted in each study to
assess whether and to what extent failure type exerted significant differentiating effects
on the dimensions of endorser attractiveness, trustworthiness, and expertise. Results from
the analysis suggest a lack of significant differences between the mean source credibility
responses for groups in each study (p > .05). Consequently, the data was pooled across
participant groups in each study, and regression analyses were performed.
Importantly, source credibility has been proposed as a formative construct (e.g.,
Ohanian 1990), comprised of three distinct, yet related, dimensions (attractiveness,
trustworthiness, and expertise). However, the use of highly correlated variables in
regression analysis can be problematic, in that multicollinearity among the independent
variables may confound the relative influence of each dimension on the response.
Consequently, multicollinearity was assessed by regressing each source credibility
dimension across the others, and the R2 statistics were examined (Mason and Perreault
1991). Results of the analysis detect collinearity among the dimensions, with many of the
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R2 statistics exceeding .25. Specifically, the R2 for many predictor combinations
exceeded the overall variance explained for participants’ brand attitudes and purchase
intentions, limiting the interpretation of each predictor’s relative importance with respect
to the brand-related dependent variables (Mason and Perreault 1991; Stewart 1987).
However, as revealed in Tables 10, 11, and 12, the linear combination of the source
credibility dimensions, although intermittently reaching significance, was less important
in terms of explaining brand attitudes and purchase intentions than for endorser
evaluations. Indeed, examination of the relative contribution of each dimension in terms
of explaining variations in the brand-related dependent variables would not prove useful,
given the low R2 for their respective overall models. Moreover, the supplemental
analyses sought primarily to examine the overall effects of source credibility on
consumers’ endorser and brand evaluations. In other words, the collective effect of the
three dimensions, rather than the relative impact of each, was the focus, thus diminishing
the concern for misinterpretation of the individual path estimates. This limitation should
be noted however, when interpreting results.
Beyond source credibility, two other predictors were included in the analysis.
First, endorser familiarity was included in the regression model due to its observed high
correlations with the dependent variables in the experimental analyses. Second, fan
status was included in the analysis, primarily because consumers who are highly involved
with the sport may tend to respond favorably to athletes and brands with which it is
associated.
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Study 1
Briefly, Study 1 utilized a relatively unfamiliar athlete, Landon Donovan, as the
endorser in the stimulus. Donovan was paired with Adidas brand products. The results of
the analysis are presented in Table 10.
Endorser Evaluations
The three source credibility dimensions, coupled with endorser familiarity and
considering oneself a fan of soccer, were expected to positively influence participants’
endorser evaluations. As expected, the results suggest that the model explains a
substantial amount of the variation in endorser evaluations (R2= .57, p = .000).
Interestingly, fan status had the highest influence on endorser attitudes (β = .59, p =
.000). In terms of source credibility effects, perceived trustworthiness (β = .36, p = .000)
and attractiveness (β = .25, p = .000) were significant predictors of endorser evaluations,
while expertise was not.
Table 10Independent
StudyVariables
1 Supplemental Regression Results
Independent Variables
Source Credibility

Attractiveness
Trustworthiness
Source Credibility
Expertise
Attractiveness

Dependent Variables

Endorser
Brand
Purchase
Dependent Variables
Evaluation
Attitude*
Intention*
0.25a
Endorser
0.36a
Evaluation

0.15b
Brand
0.14
Attitude*

.35b
Purchase
0.04
Intention*

0.08a
0.25

b
0.22
0.15

0.03
.35b

a

Trustworthiness
Control Variables
Expertise
Fan Status

0.36

0.14

0.04

0.08
0.59a

0.22bb

0.54

0.03
0.57

Endorser
Familiarity
Control Variables

0.1a

0.09b

0.22a

a
0.57
0.59a

a
0.31
0.54b

a
0.21
0.57

0.1

b

0.09

0.22a

0.57 a

0.31 a

0.21 a

Total
Adjusted R2
Fan Status
Endorser Familiarity
a
p = .000
Total
Adjusted R2
b

a

p ≤ .05

a

p = .000

b

p ≤ .05
*Evidence of multicollinearity limits interpretation of relative
predictor influence.
*Evidence of multicollinearity limits interpretation of relative
predictor influence.
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Brand Attitudes
As compared with endorser evaluations, the predictors exerted little influence on
brand attitudes. Indeed, the predictive combination of source credibility, fan status, and
endorser familiarity accounted for less than one third (R2 = .31, p = .000) of the variation
in participant brand attitudes. Although interpretation of the relative influence of each
source credibility dimension is limited due to potential multicollinearity effects, all three
variables exhibited low predictive ability. Interestingly, as with endorser evaluations, fan
status (β = .54, p = .005) was significantly and positively associated with brand attitudes.
Brand Purchase Intentions
As might be expected in light of the brand attitude findings, brand purchase
intentions appear to be minimally affected by source credibility dimensions. More
importantly, fan status exerted only a minimally significant influence on purchase
intentions, although the path estimate was quite positive (β = .57, p = .06). Indeed,
attractiveness was the only source credibility dimension that reached significance,
indicating a moderately positive relationship with purchase intentions (β = .35, p = .003).
Study 2
Study 2 sought to manipulate endorser familiarity by presenting participants with
a familiar athletic endorser, David Beckham. The primary objective of manipulating
familiarity was to enhance the external validity of the study, as well-known celebrities are
typically used in endorsement strategy. As in Study 1, the endorser was paired with
Adidas brand. Results of the analysis are presented in Table 11, and discussed below.
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Endorser Evaluations
Analysis of the relationships between the predictors and evaluations of David
Beckham suggest that the dynamics of evaluating a familiar celebrity may be quite
different than for an unfamiliar one. First, the predictor combination accounted for
slightly over one third of the variation in endorser evaluations (R2 = .37, p= .000),
suggesting lower participant reliance on the independent variables than in the case of
Landon Donovan in Study 1. In terms of the individual predictors, familiarity did not
significantly explain the variation in consumer attitudes toward Beckham. This finding is
not surprising, however, given that the manipulation checks executed in the experimental
study reveal that Beckham is a well-known athlete in general. Second and interestingly,
the regression results indicate a significant negative relationship between fan status and
endorser attitudes (β = -.35, p = .04). However, similar to the results from Study 1,
attractiveness (β = .32, p = .000) and trustworthiness (β= .31, p = .001) exhibited
significant, moderately positive relationships with the dependent variable, while expertise
did not. Taken together, these results have one important implication: functional ability
may not be a critical determinant of consumers’ attitudes toward an endorser. Two
findings underlie this notion. First, consumers who are highly involved with a sport (i.e.,
participants indicating that they are soccer fans) tended not to have positive attitudes
toward Beckham. This result is interesting, given David Beckham’s widely publicized
soccer success. Second, beyond fan status, non-functional attributes were the driving
predictors of endorser evaluations. In summary, in the development of consumers’
endorser evaluations, Beckham’s ability to play soccer does not seem to be of significant
importance when compared with characteristics unrelated to soccer.
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Brand Attitudes
Consistent with Study 1 regression results, the analysis suggests that brand
attitudes are not significantly determined by source credibility dimensions. Moreover,
the predictor variables combined account for less than ten percent of the variation in
participant attitudes toward Adidas (R2 = .06, p = .005). Indeed, trustworthiness was the
only predictor that significantly influenced brand attitudes, although the relationship was
minimally positive (β = .25, p = .02). Further, endorser familiarity and fan status were of
limited importance in predicting participants’ brand attitudes.
Table 11

Study 2 Supplemental Regression Results

Brand Purchase Intentions
Again, similar to the case of brand attitudes, substantial predictive effects on
purchase intentions were not observed for the source credibility dimensions, fan status, or
endorser familiarity (R2 = .08, p = .002). This finding underscores not only the minimal
62

importance of endorser credibility in evaluating the brand, but also underlies the close
relationship between attitudes toward the brand and behavioral intentions. As with brand
attitudes, endorser trustworthiness was the sole significant influence on intentions to
purchase Adidas brand (β = .64, p = .000).
Study 3
Based upon the ANOVA findings from the first two studies, Study 3 sought to
enhance external validity as much as possible by utilizing actual information about an
athletic endorser. As discussed earlier, Tiger Woods and Nike were chosen to provide
stimulus scenarios which accurately represent endorsement in practice. In contrast with
the first two experimental studies, the Study 3 ANOVA results provide no significant
support for the six hypotheses. In other words, the differentiating effects of failure type
and endorser-product congruence on participant responses were not observed across the
experimental and control groups. Consequently, identification of the constructs driving
the dependent variables is particularly useful in this study, as the experimental
information was reflective of events that actually occurred. Results of the regression
analysis are presented in Table 12 and discussed below.
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Independent Variables

Table 12

Study 3 Supplemental Regression Results

Dependent Variables

Endorser
Brand
Purchase
Dependent
Variables
Evaluation
Attitude*
Intention*

Independent
Variables
Source
Credibility

Attractiveness
Trustworthiness
Source Credibility
Expertise
Attractiveness
Trustworthiness
Control Variables
Expertise
Fan Status
Endorser Familiarity
Control Variables
Total Adjusted R2
Fan Status
Endorser Familiarity
a
p = .000
Total Adjusted R2
b
p ≤ .05

0.51a
Endorser
0.56a
Evaluation
-0.03
0.51a

0.25b
Brand
0.03
Attitude*
.23bb
0.25

.64a
Purchase
0.19
Intention*
-0.27
.64a

0.56a

0.03

0.19

-0.03
-0.41b
0.02

.23b
0.43b
0.05

-0.27
0.19
-0.14

0.61 a
-0.41b
0.02

0.18ba
0.43
0.05

0.18 a
0.19
-0.14

0.61 a

0.18 a

0.18 a

a

p = .000

b

p ≤ .05

*Evidence of multicollinearity limits interpretation of relative predictor influence.
*Evidence Evaluations
of multicollinearity limits interpretation of relative predictor influence.
Endorser

As compared with Studies 1 and 2, the predictor set explained the highest level of
variation in Study 3 participants’ endorser attitudes (R2 = .61, p = .000). Moreover, the
source credibility dimensions of attractiveness (β = .51, p = .000) and trustworthiness (β
= .56, p = .000) were both significantly and positively related to attitudes toward Tiger
Woods. Surprisingly, participants’ fan status exhibited a significant negative relationship
with evaluations (β = -.41, p = .04), although this finding was consistent with related
results from Study 2. Further, expertise did not appear to significantly affect the
dependent variable (p = .75). Taken together, these latter findings are interesting,
particularly with respect to the relative importance of functional ability in the
development of consumers’ endorser evaluations. Indeed, Tiger Woods has been
regarded as one of the world’s greatest golfers, although he has not performed as well as
expected over the past year. The finding that being a fan of golf has a negative impact on
endorser evaluations, coupled with the relative unimportance of perceived expertise in
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determining these responses, suggests that even fans of the sport do not view Woods
positively, despite his golf talents. This conclusion is somewhat consistent with the
regression findings from Study 2, with respect to the seemingly unimportance of
functional ability in the construction of consumers’ endorser evaluations.
Brand Attitudes
Consistent with Studies 1 and 2, the predictors were quite ineffective in terms of
their predictive ability regarding brand attitudes, although the total variance explained
reached significance (R2 = .18, p = .000). Interestingly, fan status was positively
associated with brand attitudes (β = .43, p = .04), a finding which has implications for
endorsement strategy. In particular, being a fan of golf had approximately the same
absolute positive influence on attitudes toward Nike as it did a negative effect on Tiger
Woods evaluations, as discussed above. The finding that evaluations of Woods and Nike
were oppositely affected suggests that the endorser-product pairing may be less important
than expected, at least in the context of endorser failures. Finally, attractiveness (β = .25,
p = .02) and expertise (β = .23, p = .03) were significant, yet not strong, positive
predictors of brand attitudes (however, it should be noted that multicollinearity limits
reliance on these individual path estimates).
Brand Purchase Intentions
Consistent with the findings for brand attitudes, the predictors accounted for
minimal variation in participants’ purchase intentions (R2 = .18, p = .000). Interestingly,
as with the findings for Study 1, attractiveness was the only variable that significantly
and positively influenced purchase intentions for Nike (β = .64, p = .000).
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Discussion of Supplemental Regression Findings
The current research seeks to enhance academic and practitioner understanding of
consumer responses to endorser failures. Originally, experiments were designed to test
hypotheses that the type of negative information (functional vs. non-functional) would
exert a significant differentiating influence on consumers’ endorser and brand
evaluations. Upon receiving little support for such effects, additional examination was
required to identify variables that are of importance in the construction of consumer
responses to endorser failures. The regression analyses provide this much needed
supplement to the nonsignificant ANOVA findings in multiple ways. First, source
credibility—attractiveness and trustworthiness, specifically—is an important foundation
upon which endorser attitudes are constructed. Across the three studies, attractiveness
and trustworthiness significantly influenced participants’ evaluations of the athletes.
Second, differences emerged in the dynamics of evaluating familiar endorsers
(Beckham and Woods) versus an unfamiliar one (Donovan). Not surprisingly, endorser
familiarity was positively related to evaluations of Landon Donovan, but not those for
David Beckham and Tiger Woods. Such findings are intuitive, as participants’ rating
Beckham and Woods as being highly familiar implies little reliance on familiarity in
constructing their endorser evaluations.
Third, being a fan of the sport in question was the strongest positive predictor of
participants’ evaluations of Landon Donovan. In contrast, fan status was significantly and
negatively related to attitudes toward both Beckham and Woods. Taken together, these
findings are interesting with regards to the development of endorser evaluations. Such
results suggest that because Landon Donovan is relatively unknown to consumers, soccer
fans may evaluate him positively merely based upon his involvement with the sport. In
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the case of a more familiar athlete, fans may previously have been aware of behaviors
unrelated to the sport that negatively influence their attitudes toward him or her. In other
words, the possibility exists that fans initially evaluate unknown athletes favorably but
tentatively, and consider the athlete’s subsequent behaviors in formulating more concrete,
long-term attitudes.
Fourth, the predictors were of little practical importance in explaining the brandrelated variables. Although all of the regression models for brand attitudes and purchase
intentions reached significance, minimal variation in the dependent variables was
accounted for by the predictor sets. This finding has direct implications for brand
managers. Specifically, with respect to brand attitudes, participants consistently
evaluated both Adidas and Nike positively ( x > 5), regardless of the type of information
provided (experimental vs. control). One plausible explanation for the positive
evaluations is the likely possibility of previously established attitudes toward the brands
utilized in the studies. Indeed, participants seemed to look favorably upon the brand,
even in the context of endorser failure information. This finding somewhat contrasts with
the wealth of existing literature on endorsements (e.g., McCracken 1989; Kamins 1990)
which posits that attitudes toward the endorser are projected onto the brand when the
endorser-product pairing is created. At a minimum, the observed discrepancies between
endorser and brand evaluations introduce the need to consider endorser failures as having
distinct and different effects on consumer responses than existing literature might
suggest. With respect to behavioral intentions, participants were less likely to purchase
the branded products in the advertisements, in spite of their positive brand attitudes. In
retrospect, this finding is not surprising, given the low proportion of sport fans in each
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study sample. Indeed, those individuals who do not indicate an interest in the sport
would likely not consider buying products related to it.
In summary, the regression analyses provide a needed supplemental explanation
to the nonsignificant ANOVA findings. First, the nonsignificant results for the effects of
perceived endorser expertise on endorser evaluations support the findings from the
experimental research that functional information does not significantly influence
changes in consumer responses to endorser failures. Indeed, functional failure
information may simply not be relevant in developing responses to endorser failures in
particular, and celebrity athletes overall. Second, the results suggest that brand attitudes
and behavioral intentions are resilient, even in the context of endorser failures. This
interpretation is based upon the minimal emerging support for the hypothesized effects of
information type on brand attitudes and purchase intentions. This finding should
influence brand managers’ endorsement strategies, which frequently comprise a
substantial portion of brand promotion.
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CHAPTER VII
DISCUSSION
Endorsement strategies comprise an integral element of brand promotion in that
firms frequently rely on shared positive associations between the endorser and the brand
for enhanced brand image and consumer purchase behavior. On the other hand, negative
endorser information can similarly deteriorate consumers’ brand attitudes and intentions
through this purposeful brand-celebrity association. Accordingly, a review of media
history provides multiple instances in which endorser failures have resulted in the firm’s
termination of endorsement contracts. Unfortunately, existing research neither provides
the specific circumstances under which consumers’ brand evaluations are negatively
affected by endorser failures nor informs the related decision of whether to cancel
endorsement agreements in such situations. Indeed, prior research implies that the nature
of negative information significantly influences the extent to which a consumer responds
negatively to an endorser failure (e.g., Edwards and La Ferle 2009; Money et al. 2006),
necessitating a more detailed examination of the relationship between negative
informational content and resulting consumer reactions. Therefore, the current studies
sought to understand further consumer responses to endorser failures by investigating the
effects of failure type and product-endorser congruence on consumers’ endorser and
brand evaluations. Specifically, this research predicted differential effects of functional
failure information (sub-par performance) as compared with non-functional information
(DUI/infidelity), on consumers’ responses to endorser failures. Additionally, the extent
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to which consumers perceived a fit between the product and the endorser was expected to
moderate the hypothesized relationships between failure type and the dependent
variables.
In contrast with expectations, however, this research suggests that the nature of
the endorser failure (functional vs. non-functional) exerts minimal influence on consumer
responses to such information. Overall, consumer evaluations did not consistently and
significantly differ across experimental and control groups. To elaborate, the direct
effects of failure type were significant only for brand purchase intentions in the context of
an unfamiliar endorser (Landon Donovan) in Study 1. Furthermore, significant
interaction effects of failure type and product-endorser congruence were only observed
for the attitudinal variables (endorser and brand attitudes) in Study 2, which utilized a
familiar endorser (David Beckham). Finally, none of the hypothesized relationships were
observed in Study 3, which was unique from Studies 1 and 2 in its use of an actual
endorser failure situation.
Several possible explanations may account for the minimal significant findings.
First, given the identical failure information and random sample assignment to
experimental groups across Studies 1 and 2, endorser familiarity may account for the
inconsistent significant findings just mentioned. For instance, David Beckham was
evaluated significantly more positively than was Landon Donovan. Second,
nonsignificant failure type effects may result from the stimulus information’s lacking the
sufficient intensity needed to elicit some participants’ significant negative responses. This
concern is particularly relevant to the non-functional failure scenario, in that DUI arrests
may not be regarded as negatively by consumers as initially expected. Interestingly,
however, none of the hypothesized effects were observed in Study 3, which utilized not
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only a familiar endorser (Tiger Woods), but also different non-functional failure
information (infidelity) from the first two studies. Consequently, the inconsistent findings
across all three studies appear to be the result of other confounding factors beyond
familiarity and nature of the non-functional information, as discussed next.
Third, supplemental regression analyses suggest that source credibility
perceptions, and not failure information, significantly influence consumers’ endorser
evaluations. Moreover, participants’ source credibility perceptions were not significantly
different between failure types, suggesting a lack of even an indirect relationship between
failure information and consumer responses. Importantly, however, Tiger Woods’
evaluations were significantly less positive than those for both Landon Donovan and
David Beckham. Two explanations may exist for the differences between endorser
evaluations for Woods and the two other athletes. First, the design of Study 3 differed
from the first two experiments with respect to the specific sports context and the nonfunctional failure information presented to participants. Consequently, valid comparisons
between Study 3 and the first two studies are limited to the extent that extraneous
variables (e.g., interest in the sport) may account for differences in endorser evaluations.
However, a plausible second explanation for the differences in endorser evaluations is the
actuality of Tiger Woods’ endorser failures. In contrast with the fictional failure
information in Studies 1 and 2, Study 3 utilized current, real endorser failures. In other
words, actual negative information about Tiger Woods’ had surfaced prior to the current
research (poor performance and infidelity), and may have negatively affected
participants’ attitudes toward the golfer prior to the study. The latter explanation would
support the notion that endorser failures are in fact detrimental to the endorser, and need
not be dismissed.
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Fifth, the current research provides comparably equivocal results in terms of the
brand-related variables. Although the brand appeared to be differentially affected by
independent variables in both Studies 1 and 2, a lack of consistency in the observed
relationships merits consideration of other factors that may contribute to consumers’
brand evaluations. Moreover, brand attitudes remained quite high across all studies.
These findings suggest additional research is needed to understand the general effects of
negative endorser information on the brand, as will be discussed shortly.
Contributions to the Literature
The current research contributes to existing literature in several ways. First, these
studies expand existing knowledge on negative endorser information by paying heed to
the effects of different types of endorser failure information on consumer responses.
Although little support was found for the differential effects of the specific failure types
utilized here, prior research suggests that consumers interpret failures differently,
depending upon the nature of the information (e.g., Edwards and La Ferle 2009; Money
et al. 2006).Therefore, the equivocal nature of existing findings in this research arena
underscore the need to understand more fully negative response-inducing circumstances.
Second, much research has examined and found support for the enhancing effects
of product-endorser congruence on consumer responses in a positively toned context
(e.g., Kamins 1990). This research marks an initial effort toward understanding the
Matchup Hypothesis in the less explored context of negative information. The overall
lack of significant effects of product-endorser congruence suggests that, in the context of
endorser failures, consumers do not discriminate between expertise-relevant and irrelevant products when evaluating endorsers and brands. However, the potential exists
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for matchup effects in the context of different negative information (e.g., drug use,
domestic violence, expulsion from an event), and future research should expand the study
of match-up effects on the hypothesized relationships in such situations.
Third, prior research suggests source credibility (attractiveness, trustworthiness,
and expertise) significantly predicts consumers’ endorser and brand attitudes (Friedman
and Friedman 1979; Kahle and Homer 1985; Kamins 1990). The current research
partially supports this notion, as source credibility significantly explained variations in
consumers’ endorser evaluations. However, brand attitudes and purchase intentions were
not significantly influenced by participants’ source credibility perceptions. These
findings suggest that some brands are less reliant on endorser associations than on other
factors in terms of garnering consumers’ enhanced evaluations. Future research is needed
to identify these factors influencing consumers’ brand evaluations, which again were
typically positive in the current studies.
Managerial Implications
Beyond its theoretical contributions, this research has important implications for
brand strategy. First, firms using endorsement strategy have traditionally been thought to
assume the risk of endorser failures’ detrimental effects on the brand. As previously
mentioned, a common result of endorser failures is the immediate termination of
endorsement contracts. However, excepting Study 1, the results suggest that endorser
failure type—or possibly the mere existence of negative information—does not
significantly influence consumers’ brand evaluations. Consequently, terminating an
endorsement agreement may be premature, given the potentially significant costs
involved with changing promotional strategy. Firms may need to focus on determining
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whether the information is sufficiently negative to have a long-term impact on
consumers’ brand preferences. For example, Nike maintained its contract with Tiger
Woods despite his indiscretions, and has seemingly not suffered the consequences of his
behavior. In addition, Woods’ golf performance has suffered over the past year, but Nike
continues to utilize the golfer in its promotions, suggesting the firm does not expect
negative repercussions of this functional failure.
Second, the nonsignificant effects of failure type on brand evaluations may have
cost-saving implications for firms. Indeed, brand managers may be expending
unnecessary resources on long-term endorsement contracts, particularly when consumers
have preexisting positive attitudes toward the brand and its products. However, the
wealth of existing literature on endorser effectiveness provides consistent evidence that
celebrities can significantly enhance the appeal of the endorsed brand and product.
Consequently, future research is needed to validate further the observed minimal
importance of endorser failures in consumers’ brand evaluations.
Third, predominantly nonsignificant moderating effects of product-endorser
congruence on the relationships between failure type and consumer responses have
implications for brand managers. Specifically, the results suggest that brands whose
products are functionally unrelated to the endorser should approach endorsement
strategies in a manner similar to their functionally relevant counterparts. In other words,
congruence between the product and the endorser’s area of expertise is not always
necessary, or even desirable, when choosing an endorser.
Fourth, endorsers themselves are considered to be brands. Consequently, they
should be cognizant of the value they represent in consumers’ minds. This research
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suggests that endorsers should seek to maintain acceptable public images, lest they lose
their individual appeal to consumers and brands seeking potential endorsement strategies.
In conclusion, the current results suggest that (1) consumers do not consistently
consider the nature of failure information when forming their evaluations of endorsers
and brands, and (2) the level of product-endorser congruence is not a reliable moderator
of observed failure type effects. In addition, other variables (e.g., endorser familiarity
and source credibility) significantly account for consumers’ endorsers evaluations.
Consequently, negative information, regardless of the content, may not be as detrimental
to the endorser and brand as practitioners expect. However, research addressing endorser
failures, although limited to non-functional information (child abuse), supports the
deteriorating effects of negative endorser information on consumer responses. The
equivocal nature of these findings, coupled with limitations of the current research,
necessitates further examination of the dynamics of consumer responses to endorser
failures, as discussed below.
Limitations and Suggestions for Future Research
Beyond the future research opportunities just mentioned in the preceding
discussion of the results, limitations of the current research exist and should be addressed.
First, the experimental design did not incorporate a pretest measure of consumers’
endorser and brand evaluations, essentially prohibiting examination of the deteriorating
effects of information type at the individual level. Although comparisons across
experimental and control groups suggest that information type does not significantly
affect consumer responses, a pretest-posttest design may have captured nuances in
individual participant evaluations that may be relevant to research on endorser failures.
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A related second limitation is the cross-sectional nature of the research design.
Specifically, the passage of time may diminish or even reverse the negativity of consumer
attitudes, especially toward the endorser. In support of this contention, recent research
suggests that although consumers may initially express negative attitudes toward endorser
failures, their long-term endorser evaluations may return to, or even exceed, their
attitudes prior to learning of the failure information (Friedman and Smith 2010).
Therefore, future research of a longitudinal nature must address the long-term dynamics
of consumers’ endorser attitudes in order to provide valuable insight toward
understanding consumer responses to endorser failures.
Third, the experimental context was purposefully limited to athletics, and more
narrowly to soccer and golf. The current research maintains the relevance of studying
endorser failures in athletics, due to both the functional source of athletes’ celebrity and
the typically premature establishment of their endorsement agreements. However,
athletes represent but one segment of endorsing celebrities (e.g., actors and reality stars),
introducing an opportunity for similar research in other celebrity contexts. The
probability exists that consumers have different expectations of other types of celebrities
which may influence their responses to endorser failures outside of the sports realm.
Furthermore, differences among consumer attitudes may exist in the context of sports that
are considered to be more popular in the United States (e.g., football). Future research
should expand the study context both beyond and within athletics in order to enhance the
external validity of the current findings.
Fourth, the samples, although similar across all studies, were particularly biased
in terms of ethnicity, education, and fan status. Indeed, the sample representativeness is
limited to predominantly educated, Caucasian U.S. consumers who do not consider
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themselves fans of the sport represented in the study (soccer or golf). Future research
attempts in this area should consider the possibly different perceptions among consumers
not represented by the current samples. In conclusion, this research represents an initial
attempt to understand the dynamics of consumer responses to endorser failures. Future
research in this area will provide insights for marketing researchers and practitioners
alike.
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